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Building a Referral-Driven Culture
By Ken Jones CPA
February 2007
O
ne referral from a satisfied client is 
worth more than 100 cold calls, 
according to a tried-and-true mar­
keting maxim. Wouldn’t it be great 
if you could turn your organization into a vortex 
of referrals, hot leads, and cross-marketing? 
What if you did not have to rely 
on marketing techniques such as 
direct mail campaigns and cold 
calls to attract quality clients and employees?
You can build that powerhouse organization 
if you effectively utilize your most important 
secret weapon: your staff. After all, they are the 
ones in front of the client, making a terrific 
impression by exceeding expectations on their 
projects. However, building a referral-driven 
culture depends first on hiring the right people.
Hiring the right people
Keep three important things in mind when 
building your staff. First, hire people who know 
what kind of work and environment they want. 
If you are a traditional CPA firm, hire profes­
sionals who enjoy traditional CPA activities 
such as conducting audits and preparing tax 
schedules; they will recognize their work as a 
vital component of business strategy and find it 
rewarding.
If, on the other hand, you are developing a 
management consulting firm, hire professionals 
who want to be consultants. That may sound 
elementary, but a number of people consider 
consulting a transitory state; they may be 
between jobs or just trying to determine 
whether they like being consultants. In my 
experience, professionals with this view usually 
are not the best hires.
Successful consulting firms should be com­
posed of professionals who like everything about 
being consultants. They enjoy solving problems 
for a diverse clientele, and they relish the chance 
to give outstanding client serv­
ice. They want to be the best 
and are willing to work hard to 
achieve their goals. People with this mindset are 
naturally excited about growing the business, 
because it allows them to continue to do the 
kind of work they love.
Second, differentiate yourself with extraordi­
nary client service. Whatever business model 
you have, hire employees and associates who 
will do a better job in a shorter time than 
clients expect. A commitment to client service 
will allow you to successfully compete with any 
size firm.
Third, retain the best people you can with 
the greatest expertise and the most cutting-edge 
knowledge. The quality of your people and your 
reputation can help you to seal a deal when you 
get inside a prospective client’s door to make a 
presentation. What you offer clearly will be the 
crème de la crème.
Of course, CPAs, MBAs, and IT professionals 
with good credentials are highly sought after. 
Competition for their services is keen from corpo­
rations as well as Big Four accounting firms and 
consultancies. You may ask, “How can I recruit 
and retain the high caliber of IT professionals, 
CPAs, and MBAs I am looking for—people who 
are truly at the top of their professions?”
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Culture of referral development
Money is not everything, but you can demonstrate 
your respect for the qualifications of your top-tier pro­
fessionals with a very competitive compensation level. 
However, that is just the beginning. When you add a 
continuous stream of options through which your staff 
can increase their compensation, you are building a 
referral-driven culture.
Get everyone on your team excited about growing 
the business by creating an incentive-driven environ­
ment. Develop a commission schedule that amounts to a 
profit participation program and allows employees and 
associates to generate income in addition to their salaries.
If someone brings in a hot lead, how will he or she 
be rewarded? If they suggest a new project to an exist­
ing client as their current project draws to a close, what 
does it mean for them? If they discover an outstanding 
consultant to add to your prospect book, do they 
receive a commission?
Explain during the recruiting process that your organ­
ization offers great opportunities for recruits to make 
additional money through referrals, recruitment, leads, 
and cross-marketing. Make it clear that pursuing these 
opportunities is part of everyone’s job from day one.
Exploit Unique Talents
Some people are good at networking, while others 
would rather have their fingernails pulled out than 
attend a networking event. Instead, they may have a 
great gift for recruiting. Create a range of options that 
allows colleagues to use their unique personal talents to 
augment their income and grow the business.
Here’s how it can work: If someone who is network­
ing in the community brings in a good lead and you 
get the business, that person receives a commission on 
the referral. The lead generator “owns” the referral and 
is compensated for it, regardless of who in the firm 
ultimately lands the business.
Perhaps your organization is constantly trying to 
identify great talent by keeping a book of experienced 
practitioners from across the country that you can call 
in when the need arises. Consider utilizing your staff 
members instead of an outside search firm. If a staff 
member finds someone, he or she will receive a com­
mission on every hour that recruit works. If he or she 
places several people, his or her income will have 
increased significantly.
Networking generates referrals
For those of us who like to network, the opportunities 
seem limitless. You can network in every situation in 
which you find yourself, from a children’s soccer game 
to a sushi bar to a professional meeting.
Remember that good networking does not rely on 
the hard sell. Ask questions, be interested in other peo­
ple, and listen effectively. Arrive early for meetings, 
check the nametags on display of people who will 
attend, and make mental notes about who you want to 
meet. I frequently jot down a key reminder or perti­
nent fact on the back of business cards I am given.
It’s important to stay in touch with people at all of 
the companies at which you have been employed. I 
receive quite a few referrals from the Big Four account­
ing firm where I once worked as a junior accountant, 
since many of my colleagues there are now partners.
Consider membership in professional and civic 
organizations, both locally and nationally, but be selec­
tive. When you join one, it is important to become 
involved on a project, a committee, or at the board 
level. Your colleagues will see you in action, and grow 
to respect the contributions that you make and the 
leadership you exhibit. And don’t just consider organi­
zations composed of accountants; groups with comple­
mentary, noncompetitive service providers are ideal.
I participate in a local chapter of a national organi­
zation that is a referral dream. Everyone on the board is 
a service provider and a heavy hitter. They represent 
banks, accounting firms, legal offices, and various 
financial strategists. We meet about six times a year to 
plan an annual conference to which we invite clients 
and prospects who are presidents of mid-market com­
panies. The board interaction is great, because these are 
all complementary, noncompetitive businesses, and the 
event itself is phenomenal.
The daylong, invitation-only conference features an 
incredible line-up of speakers, panels, and breakout 
groups. The attendees love it because they can network 
with a select group of their peers, while benefiting 
from the $1,000 worth of billable time per session that 
is devoted to discussing their issues at no cost. I receive 
calls for months after the event from presidents who 
discovered us there and picked up our literature.
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Noncompetitive Strategy
When defining your business strategy, be sure to 
include noncompetitive components that will comple­
ment the work of other service providers. No two busi­
nesses are alike, so differentiation can become the 
foundation of a win-win strategy. For example, if your 
CPA firm is called in to do an audit, but the client does 
not have time to prepare the needed schedules, you can 
pass the referral to someone in your carefully main­
tained contacts book. They in turn may be able to refer 
business to you in the future.
A law firm may be working with a corporate client 
on intellectual capital or patents, but the client is hav­
ing trouble keeping up with the documentation 
requirements. It can mean a referral for you, and the 
legal firm can receive equally good referrals from you.
While working with their corporate clients, other 
service providers may hear about situations such as the 
departure of a CFO or a controller taking maternity 
leave. You may be the referral that provides interim 
staffing and also helps with job searches through your 
always-current, widespread network.
Leveraging staff for cross marketing
Expansion should be a natural outcome of your busi­
ness strategy, based on good client service. Work 
together proactively to cross-market your firm’s serv­
ices. In the trenches of a challenging assignment, it is 
sometimes difficult to also stay on the lookout for new 
opportunities. Toward the end of an engagement, it is 
important to conduct an internal debriefing.
Ask your team, “What have you seen along the way 
that we can do to help the client? Are there any issues 
you see in the future where we can be of service?” You 
can then summarize these potential needs for the client 
at an exit meeting.
People will share a great deal of information once 
you have developed rapport within a client organiza­
tion. Once they see that you deliver excellent service, 
they will come to you with issues that they have 
observed throughout the company. Always ask, “What 
would you like to see improved?”
If your high-caliber team has provided its unparal­
leled client service and a deliverable that exceeds expec­
tations, you will frequently be invited to stay on and 
tackle a problem in another area. Your organization’s 
referral-driven culture has evolved into a perpetual 
growth machine and a rewarding, exciting environ­
ment in which to work.
In 2000, Ken Jones founded The Lyndon Group, LLC, a project-focused 
accounting and financial management consulting firm serving clients 





The following article discusses the issue of compe­
tency of bookkeepers. According to Stephen 
Sahlein, co-president of the American Institute of 
Professional Bookkeepers, most bookkeepers lack 
the knowledge needed to fulfill their function. 
Consequently, CPA firms and their clients may 
be at risk.
A
 company needs its own bookkeeper—or 
some other bookkeeper—to close its 
books to assemble its yearly financial 
statements and tax returns. But compe­
tent bookkeepers are harder to find than competent 
CPAs or lawyers because you simply cannot ascertain a 
bookkeeper’s ability from a resume or an interview. 
Here are the reasons.
Unlike CPAs or lawyers, few bookkeepers learn 
bookkeeping or accounting in school. Here’s the 
statistical data on the training and education of 
bookkeepers:
• 38% have a high school diploma
• 33% attended a two-year college at which 
they may not have studied accounting
Most bookkeepers start as secretaries or receptionists 
who move up to the tasks of filing and paying invoices 
when the bookkeeper resigns. Thus, typically, book­
keepers are self-taught, often with the help of whatever 
advice they seek from the company CPA.
As a company grows, the receptionist who has 
become the full-time “bookkeeper” is apt to start look­
ing for higher paying “bookkeeper” positions. Three 
jobs later, the one-time receptionist has a resume of 
bookkeeping jobs but only a smattering of knowledge 
about bookkeeping. The reality is that learning book­
keeping on the job is like learning law or accounting 
on the job; you may be able to pick up some points, 
but there will be huge gaps in your knowledge.
But there is a way to make sure that bookkeeper 
knows basic bookkeeping: Administer the free hiring 
test available from The American Institute of 
Professional Bookkeepers (AIPB), the national associa­
tion for bookkeepers created in 1987.
“The hiring test is based on the national Certified 
Bookkeeper’s examination,” said the AIPB’s copresi­
dent, Stephen Sahlein. “There are 10 questions on key
continued on next page 
FEBRUARY 2007 The Practicing CPA 3
everyday bookkeeping skills, such as making journal 
entries and adjusting entries, doing bank reconcilia­
tions, and correcting errors and other key skills. 
Optional sections are available on payroll, depreciation, 
and inventory.”
Applicants cannot obtain the test beforehand, 
because each 10-question test and optional section is 
randomly drawn from a 250-item databank.
“You still need to interview applicants and check 
references to find a good fit for your firm,” said Sahlein, 
“but if you hire someone who has passed our 20- 
minute test, you can sleep at night.”
Obtain more information on the Bookkeeper’s 
Hiring Test by calling 1-800-622-0121, sending an 
email to info@aipb.org, or visiting www.aipb.org.
The American Institute of Professional Bookkeepers 
is the national association and certifying body for 
bookkeepers, founded to upgrade bookkeepers’ profes­
sional status through education, and currently has 
30,000 members. For further information, contact 
AIPB, Suite 207, 6001 Montrose Road, Rockville, 
MD 20852, 1-800-622-0121.
Would you hire a bookkeeper with the resume on 
page 8? If you did, you might do so without grasping 
that Ms. M. may know nothing about bookkeeping. 
Consequently, you could land in a costly Internal 
Revenue Service audit for failure to file payroll forms 
(Forms 941, 940, W-2s, W-3, etc.) for the right 
amounts, and on time. You may also suffer heart fail­
ure when your CPA tells you that the year’s profits are 
$50,000 lower while your income tax bill is $15,000 
higher than you had expected, based on Miss M’s 
bookkeeping.
Six questions to ask a prospective book­
keeper
Unless bookkeepers have been certified by the AIPB, 
which requires passing a difficult national exam, sign­
ing a Code of Ethics, and meeting experience require­
ments, they may know nothing about bookkeeping.
Here are six questions to ask Ms. M. You may not 
understand some questions, in which case you are 
looking for a yes or no answer.
1. Do you know double-entry bookkeeping, and, if you do, 
where did you learn it? (A self-teaching book or a 
correspondence course is fine.)
2. I see that you kept the checkbook—but did you do the 
monthly bank reconciliation and, if so, how? Most 
owners can tell whether an applicant is fudging.
3. Were you responsible for recording accruals, deferrals, 
and other adjustments? If you are a cash business, 
skip the question. Otherwise, if Ms. M says no, 
you will be paying your CPA to do your book­
keeping.
4. When you kept the inventory for Lawns and Gardens, 
did you use the periodic or perpetual method? If you 
have no inventory, skip this question. If Ms. M 
confidently answers this, she probably knows 
enough to keep your inventory with or without 
help from your CPA.
5. Were your previous employers monthly or semimonthly 
depositors, and did you make all deposits timely and for 
the right amounts? I’ll be checking with your previous 
employer to confirm this. If Ms. M says “Huh?” you 
should either look for another bookkeeper or 
pray that your outside payroll service does not 
make mistakes, because there will be no one in 
your company to catch them. If she admits that 
she made deposits late or for the wrong amounts, 
ask how much it cost her employer in penalties 
and interest.
6. Would you mind taking a quick bookkeeping quiz that 
we give to applicants? This is a free 10-question 
Bookkeepers Hiring Test offered by AIPB at 
 to test an appli­
cant’s knowledge of basic double entry book­
keeping, the bank reconciliation, and error 
correction. Free additional tests are available 
upon request in payroll (5 questions), deprecia­
tion (5 questions), and inventory (5 questions). 
The applicant can’t get the questions beforehand 
because they are randomly drawn from a bank of 
more than 250 possible questions. A pdf of the 
quiz that you request will be e-mailed to you.
www.aipb.org/testrequest.php
What to do if the bookkeeper candidate is 
your cousin's daughter?
You may think that there’s no alternative but to hire a 
prospect with whom you have an existing relation­
ship. There is, however, an alternative: Hire the candi­
date and upgrade his or her skills. One way to do this 
is by using the AIPB’s self-teaching workbooks to 
develop the skills mentioned in the list of questions, 
Mastering Adjusting Entries, Mastering Payroll, Mastering 
Inventory, etc. No correspondence is required because 
each workbook has as many pages of reinforcement 
skills as text as well as detailed answers to each 
quiz question. The workbooks are available at 
www.aipb.org/continuing_education.html. Members 
of APIB receive a discount on these resources and a 
monthly newsletter that brings them up to date on 
changes in payroll, bookkeeping, and other small 
business issues. Also, the member telephone, 
Answerline, provides answers to members’ questions 
at no charge.
continued on Page 8
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Breaking Away
Why CPAs strike out on their own and how they 
do it.
I
n recent years, many CPA firms have increased 
their efforts to retain personnel. Despite their 
efforts, inevitably, people leave to take positions 
elsewhere or to strike out on their own. The fol­
lowing article describes the experience of three CPAs 
who decided to go out on their own, including their 
reasons for doing so, the obstacles they encountered, 
the sources of their clients, and the outcome of their 
decision. Their experiences provide lessons to practi­
tioners who are contemplating making the decision to 
move, as well as to firms concerned with retaining 
employees.
Fulfilling personal goals seems to be the primary 
motive of CPAs who leave a firm to strike out on their 
own. The desire for more independence and control is 
at the heart of their decision. Like the other CPAs 
whose stories appear in this article, John Burke was 
seeking independence with more control over his life 
and less reliance on the success and agenda of the firm 
where he had spent 18 years of his professional life.
Burke, an audit partner at the large international 
practice, left on good terms. He founded Burke & 
Associates, CPAs, PC, Hingham, MA, u(www.burkean­
dassoc.com) because he was seeking an entrepreneurial 
experience and the opportunity to meet the challenge of 
building a business with long-term value. He also 
wanted to work with a more rewarding client base by 
serving the closely held family businesses he enjoyed 
working with, rather than larger, less personal public 
companies. He has maintained very positive relations 
with his former firm and partners, and continues to 
work with them on joint projects
Burke has gotten much of what he was seeking. His 
practice has been up and running for more than three 
years. Since he started on his own, he has added two 
professionals and one part-time administrator to the 
firm. His firm serves a full-range of tax, accounting, 
and assurance services primarily to small and mid-size 
companies and their owners. John’s firm’s billings have 
consistently increased more than 30% per year and are 
expected to continue to do so into 2007.
Like John Burke, Nancy Fannon, of Fannon 
Valuation Group, Portland, ME, (www.fannonval. 
com) was seeking independence and more freedom in 
running her business valuation practice. With 21 part­
ners, Nancy found that “trying to run a practice that 
was different from the rest of the firm was not work­
ing.” On her own, she changed the way the practice 
was run, the type of work the firm took on, and the fee 
structure. Now going on three years, the model has 
been very successful.
Nancy left a regional firm of approximately 150 
people, which offers tax and audit services and had at 
one time consulting services groups. Now the only 
consulting services offered by the firm are associated 
with information technology (IT) and health care.
At her former firm, Nancy provided consulting 
services, primarily those related to business valuation 
and litigation services. Her decision to go out on her 
own she said, “was a great move.” The firm’s five 
employees provide business valuation and litigation 
support, mostly valuation for litigation, commercial 
damages, divorce, and estate planning.
Hitting the ground running
The rewards came quickly. Nancy said, “Immediately 
upon leaving the firm, we actually got more clients 
than we’d ever had before. A number of clients 
expressed their feeling that there had been a conflict of 
interest in the CPA firm, a concern that they didn’t 
have about us once we were on our own." Engagements 
also came to them from CPAs who freely began to refer 
work, because they no longer felt the threat that the 
firm would steal their clients.
To build the client base, the new firm sends out 
postcard mailers to a list of approximately 1,200 attor­
neys every four to six weeks or so, paired with adver­
tisements in the lawyer’s journal that match the firm’s 
mailers. In addition, the firm gains attention through 
speaking engagements and articles by firm employees.
“Mostly,” Nancy said, “we market by doing the best 
work we can possibly do and by being passionate about 
the work we’re doing.”
Narrowing one's focus
Another practitioner who recently went out on his own, 
Ralph Gigliotti, cited “the need for flexibility in work 
life and schedule rather than being committed to a rou­
tine 9-5 or longer in a professional world.” Gigliotti was 
also seeking to “control the direction of my life by focus­
ing on one or two areas of practice rather than wearing 
so many hats in the marketplace—from auditor to tax 
accountant to consultant, etc.” Gigliotti’s practice, 
which is based in Providence, RI, now focuses on busi­
ness valuation. Among practitioners who want to focus 
on a particular specialty, the decision to go out on their 
own is not unusual. Many do so because the firm is 
unwilling or unable to reallocate resources to a 
specialty.
To his reasons for moving on, Gigliotti adds that 
“Last,” he was seeking, “the financial rewards and satis­
faction of running my own business.”
Gigliotti left a firm with approximately 45 to 50 
people in total, including five partners, and one office.
continued on next page
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Since 1975, the firm has provided an array of services 
including accounting, tax, consulting, personal finan­
cial planning, and business valuations. He was with 
the firm for six years. “My departure was amicable,” 
Gigliotti said. “In fact, I speak to them regularly and 
sometimes do work for them.”
Now he operates as a sole proprietor by himself 
practicing out of a home office. “Most of my work,” he 
said, “is either on-the-road travel to my clients for serv­
ices provided and meetings, or back at home for the 
behind the scenes number grinding, research, and 
report writing.” Clients and their CPAs or attorneys 
like the tailored service that Gigliotti provides by 
going to their locations and using voice mail and e- 
mail to keep in touch, as well as UPS for document 
delivery on longer distance engagements. “The flexi­
bility, he said, “is a pleasant change from the corporate 
world and allows me more freedom to direct my life 
and accomplish my work for both professional fulfill­
ment and caring for what is more important in life, 
such as my family.”
Overcoming obstacles
All of these practitioners encountered obstacles when 
they went out on their own, but none was surprised 
and certainly was not overwhelmed by them. John 
Burke had anticipated most of the obstacles he encoun­
tered in opening his own firm. He attributes his fore­
sight to having worked in an accounting firm for 18 
years and to having thought through the process of 
starting up on his own for six months before actually 
making the change. On his own, John is now offering 
a full range of services (for example, tax consulting, 
trusts and estate planning, retirement plans). At his 
former firm, he was more narrowly focused on audit 
and accounting services. Consequently, he had to rap­
idly expand his tax knowledge and become more of a 
generalist. He also needed to expand his understanding 
of how to meet the needs of a much different market 
niche than the one he was accustomed to serving. Now, 
his clients are smaller businesses with less sophisticated 
accounting personnel and systems, as opposed to the 
large companies with in-house CFOs that he served 
earlier in his career.
Another obstacle he encountered was the lack of 
resources that are provided within a larger firm, such as 
management information systems, administration, 
continuing education, billing and collections systems, 
a full range of staff and administrative help, and access 
to expertise as needed. Lacking these resources, John 
had to handle all levels of work with limited staff lever­
age during his firm’s first few years. And, as would any 
owner of a growing business, John had to evaluate the 
risks of adding staff before new business was secured.
Proper planning
About the obstacles one would expect to encounter in 
starting up a new business, Nancy Fannon said, there 
were, “Almost none, literally. We hit the ground run­
ning fast and haven’t looked back since. It took a lot of 
planning, to be sure; we had to set up the office and 
marketing (which we do a lot of by contracting with 
an outside firm), and coordinate the clients who 
switched over, but all that was just proper planning 
and a lot of hours.” She adds, “It’s still a lot of hours!”
Ralph Gigliotti advised that, “Carefully considering 
the processes you are used to in the traditional environ­
ment will help to remove unexpected obstacles from 
blindsiding you once you are on your own.” For 
Gigliotti, the need for capital was a primary concern. 
He had to obtain loans in order to leave work and lost 
income while simultaneously spending large amounts 
of money to acquire the needed equipment, software, 
library, and other resources and insurances. He added 
that “A tolerance for risk taking is part of the process. 
It is always a concern that if you meet with failure, you 
will have large debts hanging over your head for years 
to come as well as the possibility of damaged credit.” 
During the early months of his start-up, his cash flow 
was short on a number of occasions, forcing him to 
take continuous drawdown on credit. “But,” said 
Gigliotti, “you keep working and look forward to get­
ting past the first year to a more stable environment.”
Like Burke, Gigliotti found the work flow process 
to be an obstacle. “Not having a secretary or an office 
administrator to file records and care for other proce­
dures means you need to walk through everything 
from start to finish and decide what filing systems will 
be used, how billing will be done, how to perform 
hard-drive backup and maintenance, as well as other 
procedures that clerical and computer support staff 
take care of in the traditional environment. You must 
wear these ‘hats’ in addition to your professional service 
‘hat.’”
Gigliotti, found, however, that this is far less stress­
ful than the alternative of wearing the many profes­
sional “hats” of accounting, tax, consulting, etc., that 
he was expected to wear at his former firm.
Gigliotti anticipated many of the obstacles before 
starting out on his own. “But,” he said, “you never 
realize how much you need to stay on top of it all until 
you are in the situation, looking at the negative cash 
flow, or piles of records that need to be organized and 
letters that need typing.”
Looking forward
Gigliotti’s client base is growing. At his prior firm, 
he developed relationships that formed the founda­
tion of referral sources to build upon. “I had to nur­
ture those and expand from there,” he said. He 
continued on page 8
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PCPS
AICPA Private Companies Practice Section
Seasonality Success, 
Issue 2, Now Available
T
he second issue of a 
new member benefit, 
Seasonality Success, 
Winning Strategies for 
Profitable Firms, is now avail­
able. The latest issue of this 
practical quarterly e-newsletter 
focuses on improving cross­
selling efforts during busy sea­
son; client selection strategies; 
tips on discussing extensions 
with clients; and how to have 
more fun during a hectic time. 
The advice is based on inter­
views with successful practi­
tioners and top consultants. 
Each article comes with an 
Action Agenda—a checklist of 






practice leaders and hone their 
management skills. It also pro­
vided a great networking 
opportunity for promising 
future firm partners. After last 
year’s sold-out session, many 
participants wanted to main­
tain contact, so the PCPS team 
launched the regular confer­
ence calls, which build on the 
discussions of leadership issues 
offered by top consultants at 
the Forum.
PCPS is planning another 
dynamic Forum this summer. 
We’ll update readers with more 
information as details become 
available.
New Online Tool to
Ease Access to MAP
Survey Data
P
CPS members who 
participated in the 
2006 PCPS/TSCPA 
National Management 
of an Accounting Practice 
Survey or purchased a cus­
tomized report have a new tool 
available to help them take the 
fullest advantage of the results. 
Practitioners will probably 
want to conduct a careful 
analysis of the survey, which is 
the most comprehensive body 
of benchmarking data available 
to local and regional CPA firms 
today. However, the 2006 PCPS/ 
TSCPA MAP Online Reports 
also make it possible for survey 
participants to focus in on key 
details important to their prac­
tices. This online tool allows 
users to select up to five peer 
groups and compare their firm’s 
data against those groups on 
key benchmarks that users can 
choose from throughout the 
survey. Participants will receive 
an e-mail explaining how to 
access the reports.






CPS members receive 
a $100 discount on 
registration for the 
AICPA Practitioners 
Symposium, which will take 
place on June 4-6 (with an 
optional preconference session 
on June 3) at the Sheraton 
Wild Horse Pass Resort & Spa 
outside Phoenix. Like the PCPS 
member section, this confer­
ence focuses on helping CPAs 
be successful practitioners, with 
sessions given by renowned 
consultants on hot topics of the 
greatest interest to practition­
ers. Subjects covered will 
include staffing and benefit 
questions, regulatory updates 
and the latest word on 
retirement issues, as well as 
niche practices, marketing, 
performance measures, invest­
ment advisory services, and 
technology. More information 
can be found at https:// www. 
cpa2biz.com/CS2000/Products 
/CPA2BIZ/Conferences/ 
Practitioners + Symposium + 
2007.htm.
M
embers of the 
AICPA PCPS 
team continue to 
hold bimonthly 
conference calls with partici­
pants in last year’s Emerging 
Partners Training Forum. This 
two-day session, which held its 
inaugural meeting last July, 
was designed to challenge and 
prepare new and emerging
Membership in PCPS is more valuable than ever. Join now for 
$35 per CPA, up to a maximum of $700, by visiting 
pcps.aicpa.org/Memberships/Join+PCPS.htm or by going to 
www.aicpa.org/pcps and clicking the “Join PCPS” button on the 
home page. If you are already a member but haven't activated 
your access to the online Firm Practice Center or haven't shared 
your unique activation link (sent to you this past summer) with 
others in your firm, now is the time to do so. Contact the 
AICPA Service Center at 1-888-777-7077, Option 3, or at 
service@aicpa.org for assistance or for more information.
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A
 busy season tool, 
new MAP survey 
access options and 
conferences are 
among the resources for PCPS 
members highlighted in this 
issue.
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Resume of a Prospective Bookkeeper
Alice M.
5 Main Street
Your Town, XX 00000
2001—2005 Chief Bookkeeper, A&J Corp.
Kept the books for this wholesaler of light bulbs. Responsible 
for maintaining Accounts Payable and Accounts Receivable, 
depositing checks, and paying invoices and office staff.
1998—2001 Bookkeeper, Lawns & Gardens, Inc.
Responsible for recording revenues, expenses, liabilities, and 
payroll. Monitored inventory to make sure key items were kept 
in stock. Did payroll including paying workers, vendors, and 
independent contractors.
1995—1997 Assistant Bookkeeper, John Hammond 
Plumbing, Inc.
Worked under the Chief Bookkeeper, making entries in the 
general ledger, organizing payables and receivables, and mak­
ing bank deposits, both paper and ER
1985—1996 Various administrative and bookkeeping jobs.
Education: Business degree, Cooper County Community 
College
References available.
Continued from page 6
markets his services primarily through one-on-one lunch 
meetings, along with referrals from other professionals. 
Gigliotti thinks that, “Speaking and writing are excellent 
ways to build a reputation in the marketplace. But relation­
ships are key. If people trust you and you instill confidence 
in them, they will refer business to you. However, you have 
to wait patiently for that to happen, and lack of control 
scares many people.”
Letters to the Editor
The Practicing CPA encourages readers to write letters on prac­
tice management and on published articles. Please remember to 
include your name and telephone and fax numbers. Send your 
letters by e-mail to pcpa@aicpa.org.
FYI
The Private Companies Practice Section, an alliance of the 
AICPA, represents more than 6,000 local and regional CPA firms. 
The goal of PCPS is to provide member firms with up-to-date 
information, advocacy, and solutions to challenges facing their 
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